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 The main objectives of this thesis were to study : 1) The personal factors in 
correlation with attitude and subjective norm to purchase dietary supplements, 2) The 
correlation between attitude and subjective norm with the intention to use marketing 
channels to purchase dietary supplements and 3) The correlation between the intention 
and the behavior in using marketing channels to purchase dietary supplements. A set 
of four hundred questionnaires target population who purchased dietary supplements 
and who are 15 years old up in Muang Nakhon Ratchasima municipality. The data 
analysis was done by descriptive statistics and interface statistics.  
The study has found that the behavioral beliefs that accorded with the 
evaluation of the consequences to marketing channels of dietary supplements were the 
sale of dietary supplements well - known in market, with parents having the most 
influences on the sample group. Regarding the prediction of the intention to use 
marketing channels to purchase dietary supplements, it was found that the sample 
groups’ use of marketing channels by themselves had more influence than the 
subjective norm. The behavior of sample group in using marketing channels to 
purchase dietary supplements that accorded with the intention included pharmacies, 
clinics/service  centers  and  agents/direct sales, respectively. However, the pharmacies 

